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As multimedia technology matures and the development of we-media platforms, 
parodic advertisements are also becoming more common, with a parody approach to 
recompose existing ads freely, which attract a wide audience attention due to unusual 
expression ways. This kind of ads bring the audience an unexpected visual experience, 
and let the audience feel the ideas of creator during entertainment, touch the 
audience's nerves to reach resonance. However, the parodic advertising creator often 
do not follow any standard, they are free to challenge the audience's imagination and 
the bottom line of accepting crack jokes with exaggerated, mocking and funny ads 
and other funny ads. These parodic advertisements often show an anti-tradition, 
anti-authority and subvert-reality irony, which bring different feelings to different 
audiences who have diverse power distance tends. 
Power distance is an important dimension of cultural values measurement at the 
national level, which mainly used to measure the awareness of individuals for the 
cultural status quo of unequal distribution of power at the national level in different 
countries. Each individual will generate different perception about power distance 
during the process of growing up, and form their own "Power Distance Orientation 
(PDO)”. Power distance orientation is individuals’ expectation and acceptation to the 
unequal distribution of power which deeply impact individuals’ behavior. Because 
parody ads have obvious anti-traditional, anti-authority, away from meaning, 
nonsensical banter and ironic reality features, so people with different power distance 
orientation will have different cognition about parodic advertisements and affect their 
subsequent behavior. However, the current researches about the willingness to share 
parodic advertisements mainly focus on the effects of different dimensions of parody 
on the individual's willingness to share. Therefore, the research about willingness to 
















This paper attempts to depart from the individual power distance orientation to 
explore the mechanism of power distance orientation on willingness to share parodic 
advertisement. This paper designs two test studies and four situational experiments. 
The subjects of studies are from different employees and college students. The studies 
test the relationship between power distance orientation, impression management and 
willingness to share parodic advertisement, besides, this paper also considers the 
moderating effect of identity information of ads creator, the internal-external control 
personality traits and offending degree. Through these studies, this paper draws five 
important conclusions: 
First, power distance orientation has effects on the willingness to share parodic 
advertisement (vs. not parodic advertisement). When the advertisements are not 
parody, power distance orientation has no effect on the willingness to share parodic 
advertisement. And when the advertisements are not parody, power distance 
orientation has negative effect on the willingness to share parodic advertisement; 
 Second, both the power distance orientation and impression management affect 
the individual's willingness to share parody advertisement significantly, and 
impression management is the mediation mechanism in the effect of power distance 
orientation on willingness to share parody advertisement.  
Third, the identity information of parody ads creator moderates the effect 
of power distance orientation on impression management. Compared with comp
any-creators, individual-creators strengthen the positive effect of power distance
 orientation on impression management. 
Fourth, the internal-external control personality traits moderate the effect of 
power distance orientation on impression management. The internal control 
personality traits of individual strengthen the positive effect of power distance 
orientation on impression management; but the internal control personality traits of 
individual have no effect on the negative relationship between impression 
management and willingness to share parody advertisement. 















willingness to share parody advertisement. Compared with high offending degree 
parody advertisement, low offending degree parody advertisement significantly 
weakened the negative effect of impression management on willingness to share 
parody advertisement, even in some cases it will reverse this negative relationship 
between power distance orientation and willingness to share parody advertisement. 
The paper confirms power distance orientation and impression management have 
great effect on the willingness of share parody advertisement. And identity 
information of ads creator, the internal-external control personality traits and 
offending degree make the moderating effect in this mechanism. According to the 
research results:(1) pay attention to commercial value of “parody” in advertisement, 
bring “parody” to commercial advertisement and create different commercial 
advertising; (2) grasp the degree of "parody" in advertisement, the creators have 
better to do tasteful parody, do not violate the bottom line of ethical and legal. When 
the parody advertisement improves the impression management, the effect of 
advertisement communication is better.; (3) in the communication process of parody 
advertisement, try to make the producer identity far away from enterprise and 
advertiser, the identity of an amateur individual producers is more helpful to the 
share of advertisement. (4) Not all groups can accept the "parody ads," enterprise 
should do research in advance, create and disseminate parody ads. According to the 
characteristics of the target customer groups. 
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